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ABSTRACT 
Marketing is a discipline that has a lot of contentions due to the varying views of what 
the role should entail in organisations and how it should be measured. The aim of the 
study is to explore the similarities and differences between senior marketing 
professionals and non-marketing executive's perceptions and understanding of the role 
and how it should be measured within organisations in the construction and concrete 
industries in Gauteng. The study took a qualitative approach following Mayring’s 
(2014:80) eight step inductive category development model. A non-probability purpose 
sampling method was adopted entailing senior marketing professionals and non-
marketing executives within the mentioned industries being interviewed.  
 
The study revealed a similarity in the perceptions of both senior marketing professionals 
and non-marketing executives with regards to what the marketing role should entail. The 
major differences came about in how the role should be measured. Majority of the non-
marketing executives felt marketing could not be measured against anything tangible, 
yet the marketing professionals strongly believed marketing could be measured, 
especially with the digital platforms that are now available which are unfortunately not 
understood by some of the non-marketing executives. Issues relating to measurement 
contributed to how senior management perceived the marketing role. 
 
The study also revealed that an organisation’s orientation plays a crucial role in how 
marketing’s role is viewed. It revealed how organisations that are product-oriented view 
the marketing role as a sales support function as opposed to organisations that are 
customer-oriented that regard marketing as a strategic function and driver of corporate 
strategy. 
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CHAPTER 1: INTRODUCTION AND BACKGROUND TO THE STUDY 
1.1 Background and Rationale 
Marketing Management has evolved over the years due to the changing nature of 
business and the times in which we live. The methods that are used to do business 
today are very different to how it was done in the past, contributing factors being 
technology, political, environmental, social issues and educated consumers who have a 
wide choice of products and services to choose from.  Definitions of Marketing 
Management from experts in the field are highlighted in order to assess their relevance 
in organisations today and to ascertain their alignment with senior leadership's 
understanding of the marketing role. 
“Marketing is the activity, set of institutions, and processes for creating, communicating, 
delivering, and exchanging offerings that have value for customers, clients, partners and 
society at large” (Brown & Brown, 2018:1). According to the Chartered Institute of 
Marketing (2015:3) “Marketing is the management process responsible for identifying, 
anticipating and satisfying customer requirements profitably.” It is further regarded as “A 
process of planning, organising, implementing and controlling marketing activities to 
facilitate and expedite exchanges effectively and efficiently” (Simkin, Dibb, Ferrell & 
Pride, 2016:30). 
The above definitions differ, which is what causes confusion in organisations regarding 
what the role should entail. Organisations and marketers end up not having the same 
understanding of the role. These multiple definitions result in different interpretations and 
ambiguity leading to the role differing from organisation to organisation (Contreras & 
Ramos, 2016:51). 
What is happening worldwide also has to be taken into consideration, the emergence of 
the fourth industrial revolution. A study that was conducted that looked at jobs that will 
be influenced by this revolution from a high risk versus future jobs perspective, classified 
marketing under future jobs. This means that the role is still going to be relevant but due 
to the disruption and drastic changes that digitisation, automation and robotisation are 
bringing, the role will require a new set of skills in order to survive (Eberhard, Podio, 
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Alonso, Radovica, Avotina, Peiseniece, Caamaño, Sendon, Gonzales Lozano, & Solé-
Pla, 2017:50). The impact is going to be enormous; the magnitude is emphasised by 
The World Economic Forums projections that 65% of children who attend primary 
schools in 2017 would occupy positions that do not exist as yet in organisations 
(Eberhard et al., 2017:50). This shows how the marketing role is going to have to evolve 
further in order to serve the needs of future organisations and markets. 
1.2 Literature Review 
In research that was conducted based on CEOs’ and executive management's view of 
the marketing role in Business to Business (B2B) organisations in different sectors such 
as manufacturing, engineering and services, what was derived was the presence of two 
broad views, marketing as a function of sales and marketing as a strategy driver 
(Hoskin, 2016:2). Hoskin discovered that there are two types of CEOs’, a CEO with a 
sales mindset and a CEO with a strategic marketing mindset. The CEO with a sales 
mindset was found to have two different marketing objectives; either enabling sales or 
supporting sales. He did not regard marketing as a strategic role. The CEO with a 
strategic marketing mindset was found to believe the opposite; that marketing should 
operate at a strategic level and should contribute to the organisation’s corporate 
strategy.  
Figure 1.1 illustrates the different marketing orientations that the above B2B CEOs’ 
displayed. The traits and beliefs of these CEOs’ are explained further as per Hoskin’s 
findings. 
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Figure 1.1: Marketing Orientations by B2B CEOs (Hoskin 2016:3) 
 
 
The CEO with a strategic marketing mindset believes marketing’s strategy should be 
aligned with the organisations strategic goals and should drive them. He believes the 
marketing head must be a part of the executive management team and should 
contribute strategically throughout the organisation. This type of CEO supports the 
marketing division and allocates it the resources it requires. His approach is long-term 
when it comes to assessing marketing performance, he does not measure it on sales 
but instead regards it as a strong contributor to building value, driving customer 
acquisition and retention over the long run (Hoskin, 2016:3). 
The sales-focused CEOs’ perception consists of two types of orientations, those who 
believe marketing exists because of sales and is only there to provide support to it. They 
do not believe marketing has any other capabilities than to provide support. This type of 
CEO would employ a marketing assistant to provide sales material, to manage the 
website and to do any other support functions that the sales team would require (Hoskin, 
2016:4). 
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The sales enabler CEO will only give recognition to marketing when its efforts show a 
correlation to the outcome of the sales.  He does not see the value of having a 
marketing strategist to drive strategy, to him marketing is not complex enough to warrant 
someone at that level (Hoskin, 2016:4). 
 A study that was conducted in 11 European countries, Australia and the United States 
of America via interviews of 25 CEOs’ regarding their views of marketing and its 
influence on strategy, established that while regarded as an enabling or supporting 
function in an organisation, the role is not seen as building or designing strategy. The 
reasons that were provided were; marketer's lack of accountability, strong use of social 
media, and lack of strategic vision and impact (Klaus, Edvardsson, Keiningham & 
Gruber, 2014:200). 
The CEOs’ that were interviewed felt marketers were out of tune with the financial 
aspect of the business. Their way of explaining return on investment (ROI) was in 
marketing language such as brand value, equity and loyalty not by providing tangible 
numbers that senior leadership understood, hence lack of accountability being raised. 
They also felt marketers became enthralled with new technology and did not regard it as 
supporting tools to their core function. They became elated about measuring items such 
as ‘hits’ on social media or ‘likes’ which did not equate to bringing money into the 
business. The other perception was marketers lost the plot with regards to supporting 
the overall strategy of the business, as their focus was more on customers’ needs 
(Klaus et al., 2014:200-202). 
Some of the underlying reasoning suggests that marketing is not considered to be 
strategic due to it not providing monetary returns. It is believed that if marketing 
generates revenue it will be taken seriously and elevated to a strategic level. However, 
the dilemma faced is that as long as senior management does not see any return on 
investment they cannot regard marketing as a driver of growth (Strandvik, Holmlund & 
Grönroos 2014:244). In McDonalds’ (2016:961) study there are CFOs who adamantly 
highlighted that marketing was not crucial in determining strategy. They believed 
marketers could not provide relevant financial measures of their marketing activities, 
instead what they could provide was vague measures based on tactical marketing. 
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Due to all this uncertainty, it can be assumed that is why marketing managers do not 
stay long in organisations. Based on surveys that have been conducted, results show 
marketers tenures in organisations being extremely short, the Marketing Society figures 
showed that in the United Kingdom the average tenure is only 18 months (Chahal, 
2016:1). Some of the reasons cited included pressure from CFOs and CEOs wanting to 
see tangible financial results in the short-term. Due to such concerns, it is therefore 
critical to understand the perceptions of the marketing role so that alignment can be 
reached and the correct tools for measurement can be used, which will lead to 
marketers staying longer in organisations and senior management understanding the 
role and being in a position to support it. 
1.3 Research Problem And Objectives 
Research Problem 
To ascertain how senior leaderships perceptions of the marketing role can be brought in 
alignment with marketing managers/executives understanding of their role, to ensure 
organisational goals are met using the correct measurement tools by both parties. 
Aim of Research 
The aim of the study is to explore the similarities and differences between non-
marketing executives’ and marketing managers’/executives’ understanding of the 
marketing role, and assessing if these perceptions are aligned. The study will take place 
in the construction and concrete industries in Gauteng. 
As the study is qualitative, in order to reach the stated aim, the following areas will be 
explored: 
I. To explore what marketing is understood to be by the target market. 
II. To ascertain whether what the non-marketing senior leadership perceives and 
understands the marketing role to be, is what is practiced in their organisation. 
III. To ascertain whether what the marketing manager/executive perceives and 
understands the marketing role to be, is what is practiced in their organisation. 
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IV. To establish the measurement tools used by non-marketing senior leadership to 
assess the performance of the marketing role. 
V. To establish the measurement tools used by marketing managers/executives to 
assess the performance of the marketing role. 
VI. To compare and contrast the perceptions derived from both sides. 
VII. To explore what senior leaderships’ perceptions of the marketing role is, whether 
it is a sales support or strategic function. 
The author’s own assumption is that if there is alignment between marketers and senior 
management regarding the marketing role and how it is measured, there is a high 
probability that marketers will stay longer in their roles as the area of uncertainty that 
was created will have been addressed. This will result in organisational goals being met 
and measured in a manner and language understood by all parties. 
1.4 Research Design 
An inductive category formation approach was taken to ensure that the content received 
was categorised truthfully without bias. Due to the research being qualitative and the 
information acquired through semi-structured face-to-face interviews, some of the 
content received digressed from what the author sought to establish. That is why it is 
important to be able to categorise the content so that it can be sifted carefully without 
losing critical information. 
The content category formation had to be systematic to ensure that the rules used to 
analyse the information were consistent. This means the rules had to be put in place in 
advance so that the researcher would have known which guidelines to follow. It is, 
however, important to note that content analysis is not a standardised instrument that 
remains the same, it needs to be best fitted to the material being analysed (Mayring, 
2014:79). 
Figure 1.2 is a summary of the eight-step inductive category development model by 
Mayring (2014:80) that the author used to conduct the study. 
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The inductive category eight-step process seems laborious; however, it provides the 
necessary guidance to a researcher when bombarded with a lot of relevant and 
irrelevant content. Where information is unclear researchers are urged to refer to 
theoretical arguments to compensate for unclear information. The first step highlights 
the research question and theoretical background which is followed by the category 
definition providing a description of the selection measures that were used to extract the 
relevant information. The third entails working through the information line by line which 
can lead to new category formulations or absorptions. This is followed by revising the 
categories based on the texts. The fifth steps entails going through the material once 
again to ensure that there are no inconsistencies, which is followed by building main 
categories to aid in structure and easy flowing.  
The seventh step entails coding, thorough reading to enable linking material to the 
category definition. In order to ensure accuracy revision of the material had to take 
place, which was followed by final coding and grouping of the list of categories to 
address the research question. The last step was compiling the results and checking for 
accuracy by referring back to coding (Mayring, 2014:82-83). 
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Figure 1.2: Steps of inductive category development (Mayring, 2014:80) 
 
 
The ontology direction that the study followed was that of an interpretivism nature as the 
information collected was based on perceptions. The approach is exploratory as 
organisations have evolved, and so have the roles within those organisations. The 
methodological approach chosen is qualitative mono-method because a single data 
collection method was used. The strategy took the form of phenomenology as it 
concentrated on perceptions and understandings of senior management regarding the 
marketing role in their organisations. The time horizon was cross-sectional as it was 
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based on a specific time frame in which interviews were conducted and information 
collected and analysed. 
1.5 Research Methods 
A non-probability purpose sampling method was used as the researcher used his 
discretion regarding the people that were chosen to be interviewed, in order to select the 
right mix to address the research objectives. A sample of senior leadership across 
different departments in organisations within the construction and concrete industries 
was interviewed. Figure 1.3 illustrates the split among the sample to be interviewed. 
Data were collected via semi-structured face-to-face interviews, which allowed for 
probing and clarity on matters that may not be clearly articulated. The human element is 
important as personal contact enables interviewees to open up more when answering 
questions. During the interviews, notes were taken and a dictaphone was present to 
ensure that the interviewer does not miss significant information that may be shared. 
Reliability and validity are major factors, hence, the inductive category approach was 
followed. The way in which the interviewer interprets the information is supposed to be 
the way the interviewee intended, otherwise, validity is affected. 
Figure 1.3: Sample Structure 
Senior leaderships perception and understanding of the 
marketing role: A Sales support or Strategic function
Marketing 
Managers / Execs  
(12)
Non Marketing 
Managers / 
Execs  (12)
Face-to-face interviews
 
 
Source: Own research 
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Being ethical is extremely important, gaining the trust of interviewees, not to disclose 
their identities and not sharing intellectual property or any information they are not 
comfortable sharing had to be adhered to and respected. Disclosing to them that they 
will be recorded during interviews and obtaining their permission is a reflection of being 
ethical and open. 
The biggest limitation that may arise may stem from the availability of the senior leaders 
due to traveling time or already booked meetings. Alternative methods in such cases are 
skype or telephonic interviews provided the interviewees’ schedules allow therefore. 
1.6 Chapter Layout 
Chapter 1 – Background and Rationale 
This section provides background on the topic chosen and the rationale based on the 
author’s perspective as to why a study of this nature should be conducted. 
 
Chapter 2 – Literature Review 
This chapter addresses what a strategic function is and what characteristics are required 
for strategic leaders to assume such roles and what their contribution is towards 
business. Support functions are also explained in detail showing how they differ to 
strategic functions yet still provide value in organisations. Factors contributing to 
marketing changes influenced by the fourth industrial revolution and misconceptions 
regarding the marketing role are also discussed. The sales and marketing relationship 
that tends to experience conflict is studied in isolation to clarify what each function is 
responsible for. Both functions are then analysed together to ascertain why they 
experience conflict and how this conflict can be overcome. 
 
Chapter 3 – Research Methods 
This chapter concentrates on the research design and adopted methodology that the 
author used to conduct the study.  The elements that are elaborated upon are the 
research paradigm, which consists of epistemology and ontology. Saunders, Lewis and 
Thornhill’s (2015:164) research onion is explained highlighting the different philosophies, 
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approaches, strategies, techniques and procedures that the author adopted for the 
study. This is followed by the nature of qualitative research and the research 
methodology adopted for the study. The inductive category development data analysis 
method by Mayring (2014:83) was used. The methods of rigour are also addressed in 
this chapter. 
Chapter 4  –  Research Findings 
Findings – Presenting the findings in a non-biased manner. 
I. Summary – Summary of findings. 
II. Recommendations – Providing recommendations on what organisations 
should do to address the misalignment they have by senior leadership 
regarding the marketing role and its measurement. 
III. Conclusion – Based on what came out in the findings. 
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2 CHAPTER 2: LITERATURE REVIEW 
2.1 Introduction 
This chapter addresses what strategic and support functions entail in order to be able to 
identify the contrast between the two roles. It is important to understand how these two 
functions differ as the research objective aims to establish from the target market if the 
marketing role is regarded as a strategic or support function. 
The origin of strategy is outlined followed by a detailed summary of the elements 
encompassed in strategy development. Due to the strategy being devised by those who 
have a different business outlook to that of functional managers, the characteristics of a 
strategic leader is identified to show what makes these types of leaders different from 
the rest. Their characteristics showcase the kind of influence and impact they have on 
organisational culture and performance. 
Support functions are then described in detail to provide a clear view of what they entail 
and why it is important for organisations to have them. The contention regarding the 
measurement of these functions is addressed followed by how the roles can be 
enhanced to provide more value in today’s organisations, rather than just being limited 
to being transactional. 
The changes that have taken place in the marketing fraternity are then looked at, with 
emphasis on changes brought about by the fourth industrial revolution and the 
challenges marketers face during this era and how they can be overcome. 
Misconceptions regarding the marketing role are highlighted identifying some of the 
reasons that bring confusion to what the role entails. The marketing and sales 
relationship is broken down, identifying what each discipline is responsible for and the 
impact each role has on the other. The misunderstandings that cause friction between 
the two disciplines are brought to the surface with solutions provided of how the two 
roles differ yet compliment each other. Identifying and articulating these differences can 
lead to the two functions respecting each other and being in a position to work together, 
not against each other, to ensure organisational goals are met. 
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Towards the end of this chapter, a table providing information on previous research 
similar to the current study is highlighted with reasoning of how the current study may 
contribute to what has not been covered previously.  
2.2 Strategic Functions 
The word strategy is derived from the Greek word strategos meaning “the art of the 
general”. Although its origin stems from the army and war, its relevance in the business 
world remains relevant. It is defined as, an integrated yet externally oriented view of how 
organisational objectives will be met (Hambrick & Fredrickson, 2005:52). The general’s 
job is to be responsible for all facets of the army. He has to think of the army as a whole, 
which means he needs to have a strategy in place to ensure success and readiness 
should they go to war or be attacked. This is similar to what happens in the world of 
business. A CEO is the general of his business with the support from his executive team 
who give their input on the strategy and its implementation. The strategy takes into 
consideration numerous elements such as; risk, opportunities, threats and many other 
aspects that will all be put together to form a coherent whole (Hambrick & Fredrickson, 
2005:52). 
Despite the origins of the strategy being associated with war or preparing for warfare, 
the relevance of it today is centred on achieving organisational results in an 
unpredictable environment (Cohen, 2017:1). Four questions that organisations need to 
ask in order to be able to put a strategy in place are: 
1. What opportunities does the organisation want to pursue and what risk is it willing 
to take? 
2. What is the current scope and structure of the organisation’s strategy and does it 
strike the right balance among aspects such as specialisation, diversification and 
integration? 
3. Are there acceptable trade-offs between time and money and between in-house 
execution versus using a merger, acquisition or joint venture or some external 
means to reach its objectives? 
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4. Which organisational structure will best serve the organisation’s economic 
realities, opportunities, and its performance expectations? (Cohen, 2017:1) 
Figure 2.1 describes strategy development in a detailed yet easy to understand format. 
They say it all starts with the mission of the company and its values, once they are in 
place, the objectives can then be identified, which will then lead to putting a strategy in 
place. 
Figure 2.1: Strategy Development (Hambrick & Fredrickson, 2005:53) 
 
 
Once the overall strategy of the organisation has been put in place the different 
departments within the organisation are then expected to implement it. This is done via 
devising unit strategies, which support the overall strategy. The expectation would be 
since the executive team takes part in devising the overall strategy, all of them should 
be strategic thinkers and leaders. 
It is becoming more and more apparent that some of the people in senior positions 
battle to think strategically, they struggle to challenge the status quo and to do things 
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differently. “Strategic leaders must have the ability to see cognitively distant 
opportunities, opportunities that are not obvious to others.” (Norzailan, Othman, & 
Ishizaki, 2016:48). In order to be able to operate at this level people in such positions 
need to unlearn what they know and be willing to learn new ways of thinking and 
operating. 
Another view explains it as “individuals and teams creating direction, alignment and 
commitment needed to achieve the enduring performance potential of the organisation” 
(Beatty, Dinwoodie & Hughes, 2014:11). 
This type of leadership “integrates philosophical thoughts (with the focus on the overall 
vision, intuition beliefs and values) with company realities (resource constraints – 
material and immaterial)” (Malewska & Sajdak, 2014:45). 
In order to be able to make decisions at the strategic level, leaders have to have the 
ability to deal with new challenges and threats. They have to develop insight and 
wisdom and be able to think differently so as to be able to connect and synthesise ideas 
(Norzailan et al., 2016:394). 
Strategic leadership is crucial for organisations to be able to address the changes that 
are taking place, whether it is change caused by Industry 4.0, consumer patterns or 
other forms of change. What seems to be a challenge is the fact that most organisations 
have leadership that is strong in operational skills but strongly lacks strategic skills, 
which is what is needed to be able to solve difficult problems that many people avoid. 
These types of problems need people who think differently than the average person, 
people with confidence, experience and those who are willing to embrace change and 
transformation (Leitch, Lancefield & Dawson, 2016:1). 
2.3 Characteristics of Strategic leadership 
Strategic leadership has to evolve to ensure that it caters for the modern organisations 
of today. As per the author’s observations, the younger generation who is entering the 
workforce tends to fit more in modern organisations because of their forward-thinking. 
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They find that these organisations value their input and encourage them to innovate and 
learn. 
The characteristics of a modern organisation are highlighted in Table 2.1 and merged 
with the characteristics of a strategic leader to show how the two work hand in hand. 
Table 2.1: Characteristics of Strategic Leadership in a Modern Organisation 
CRITERIA CHARACTERISTICS OF 
MODERN 
ORGANISATIONS 
CHARACTERISTICS OF STRATEGIC 
LEADERSHIP 
Organisational 
structure  
Flat organisational 
structure.  
Enforcing empowerment and self-
control, allowing employees to make 
decisions, limiting supervision. 
Decentralisation of 
authority  
Autonomy and 
empowerment.  
Leaders are dispersed in the 
organisation they do not emerge only 
at the top. 
Status of 
employees  
Learning culture, versatility, 
employee involvement. 
These leaders motivate, inspire and 
innovate. 
Involvement of 
employees  
Full empowerment of 
employees. Their input is 
used.  
Allow employees to be their own 
leaders. 
Leadership style  Based on cooperation, 
leadership is sensitive to 
change and is willing to 
improve.  
Rely on a common vision, core values, 
sense of accountability, team 
improvement.  
Source: Malewska & Sajdak, 2014:48 
 
These characteristics portray a strategic leader as someone who empowers others, a 
person who believes talent can be found anywhere in the organisation regardless of 
one’s level. They motivate and inspire others to be their own leaders, to be confident 
and take accountability for their work. They do not believe in micro-managing and that 
ideas always come from the top, they believe in learning, teamwork and transparency. 
Teams of strategic leaders are able to flourish in the hands of such leaders. 
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2.4  Support Functions 
Support functions are present in almost every organisation. The perception most 
businesses have of these roles is that they are primarily transactional, believing they are 
only there to provide the normal day to day needs required for a business to run 
smoothly (Caglar, Kapoor & Ripsam, 2013:2). 
Support functions can be summarised as the people who are in the background 
supporting those who are involved in an organisations core business. They ensure the 
smooth running of a business (Cambridge Business English Dictionary, 2019). 
Wilkinson (2013:5) describes people in support functions as; those who are not directly 
involved in the production of goods or services, but are needed for an organisation to 
run. 
Caglar, Kapoor & Ripsam (2012:5) refer to such roles as functional yet transactional, 
required in organisations to carry out day to day needs. 
Generally, organisations face pressure from their shareholders as they expect profitable 
returns from their investments. Therefore, most CEOs expect results from their 
workforce and cut costs where they do not see value being added. Support staff can add 
value and feel secure in their roles if metrics are put in place to measure their 
performance. There are different metrics that can be used, however, the balanced 
scorecard is shown to be quite effective (Balanced Scorecard Institute, 2017). 
The balanced scorecard was introduced by Kaplan and Norton in 1992. It is a strategic 
planning and management system that is used to align performance with strategic goals, 
ensuring projects are categorised according to priority and that progress is measured 
according to the goals set. It consists of four areas, the first being organisational 
capacity, which focuses on capabilities of the workforce, the culture in an organisation 
and its in-house infrastructure and technology. Secondly, it looks at business processes, 
which assess matters linked to quality and efficiency such as products or services. 
Thirdly, it covers customers and stakeholder performance, which is perceived from both 
sides, the customers and stakeholders’ perspectives. Lastly, it touches on finance, 
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which concentrates on the use of financial resources (Balanced Scorecard Institute, 
2017). 
When broken down in the above four areas it makes it easier for managers to 
communicate what needs to be done on a day-to-day basis for the strategic objectives 
of the organisation to be met and in ensuring employees are measured according to 
them. It provides guidance to staff and gives them the confidence to do their work 
knowing what it is that is required and expected and how their performance will be 
measured. 
2.5 How Support Functions Can Play A More Strategic Role 
The shifts in consumer patterns, changes in technology, new entrants in the market, 
flexibility and quick response times to consumer needs, are affecting many 
organisations. Some organisations are struggling to stay afloat and to ensure that they 
do not go under have to re-visit their strategies to be able to serve and address their 
markets efficiently. 
Based on the above changes CEO’s are expecting more value from support functions. 
“Instead of balancing services among all business units equally, or striving to be best in 
class in everything, support functions such as HR, IT, finance and others are asked to 
be ‘fit for purpose’ more closely aligned to the enterprise strategy.” (Caglar et al., 
2013:2). In order to ensure that these functions are fit for purpose, it is considered best 
to outsource the mundane, time-consuming tasks to more cost-effective companies, 
which will save the organisation money and in turn avail time to the functional 
department for more strategic tasks (Wilkinson, 2013:1). 
Through outsourcing, there has been a decrease of 35% of staff time to the above tasks 
while before it was consumed by a staggering 70%. This time now allows for 
concentration on strategic tasks that will make the organisation even more competitive. 
What’s important is to not fear change, and to be willing to refrain from the way things 
were done in the past. Being open-minded and understanding the organisation 
holistically, so as to fully understand the value proposition and ways in which to lure 
customers and retain them from a support function perspective and that of the 
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organisation as a whole. It is crucial to know and understand how one’s organisation 
distinguishes itself from the rest in order to maximise those attributes to the 
organisations advantage (Caglar et al., 2012:6). 
An organisation’s value proposition is always linked to its capabilities, what it excels in 
and does best. There are three different capabilities that always have to be taken into 
consideration and categorised carefully when devising ways to support the overall 
organisational strategy (Caglar et al., 2013:5). 
I. Basic business capabilities are needed for the organisation to run services 
such as payroll, employee benefits, infrastructure (offices, plants). They are 
crucial but not differentiating as all other organisations have them. Some of 
these services may even be outsourced (Caglar et al., 2013:6). 
II. Competitive necessities are items that enable an organisation to compete in 
its industry; such as machinery, IT systems and in-house processes. These 
attributes make the organisation run smoothly and successfully. (Caglar et al., 
2013:6). 
III. Differentiating capabilities, these capabilities are what make the 
organisation stand out from the rest, its unique selling propositions, things 
that cannot be easily copied by the competition. These capabilities define 
what the organisation is all about, what it stands for and what its reputation is 
centred around. The strategy is derived from these capabilities. (Caglar et al., 
2013:6). 
As a support function leader, it is important to know which capability falls where and 
which to prioritise because no matter how good an organisation is it is impossible to 
excel in all three categories. It is best to use resources wisely, taking into cognisance 
the capabilities an organisation excels in the most followed by others. This process may 
be challenging as resistance is bound to be experienced by those who do not 
understand why their capabilities require less investment. As a leader, it is important to 
fulfil the organisation’s strategic plans by knowing what to prioritise and trade-off (Caglar 
et al., 2013:7). 
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2.6 Marketing in the Fourth Industrial Revolution 
Just like any other function operating in Industry 4.0, marketing is a discipline that has to 
evolve to remain relevant. It is strongly influenced by factors that bring change in the 
world, which ultimately influence consumer behaviour and spending. For marketing 
innovation to take place organisations cannot rely only on existing marketing rules as a 
means to be competitive and successful in saturated markets (Ungerman, Dedkova & 
Gurinova, 2018:132). Organisations that use new marketing technologies are in a better 
position to create a competitive advantage. By enhancing their marketing strategies they 
are able to improve on the experiences their customers have with all touchpoints in their 
organisations. (Cvitanovic, 2018:380). 
Innovation is regarded as the invention of something new and non-existent, which is 
able to capture customers’ attention (Ungerman et al., 2018:132). Marketing innovation, 
therefore, entails; fulfilling customers’ desires through new ideas, products, services or 
technology. (Ungerman et al., 2018:134). Organisations that use digital marketing are 
able to come up with innovative ways of communicating with customers by providing 
attractive cost-effective online value propositions. (Cvitanovic, 2018:385). 
Ungerman et al. (2018:134), highlight marketing experts who have divided innovative 
marketing into six core areas: 
1. Innovation based on key technologies. 
2. Innovation based on the unique transport of common controls. 
3. Innovation that meets the unmet needs of customers. 
4. Innovations created from pure imagination channelled by creative activities. 
5. Innovation based on scientific research. 
6. Innovation based on functional excellence. 
These core areas show how diverse innovation can be and how there are ample 
mediums to be used to source and extrapolate information for innovative causes. 
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Industry 4.0 has shown a massive growth in data referred to as Big Data, which entails 
collecting information from social media and mobile activity and storing it to be able to 
analyse and profile consumers (Cvitanovic, 2018:394). Big Data has revealed how using 
information and communication technology have enabled many organisations to 
improve and drive their quality and increase their competitiveness. The impact of 
innovative marketing associated with Industry 4.0 consists of horizontal, vertical and 
engineering support integration. Horizontal integration covers all aspects of the value 
chain such as order placement, supply chain, production, shipping and distribution all via 
full computer integration. Vertical integration covers detailed machine control, enterprise 
resource planning and decision-making. Engineering support integration has to do with 
the product life cycle from research, development and production scheduling (Ungerman 
et al., 2018:135). 
Figure 2.2 covers the four major challenges that marketers have to tackle and integrate 
into their strategies during the twenty-first century and the influence of Industry 4.0. 
Figure 2.2: Marketing Challenges in the 21st-century (Rakic & Rakic, 2013:447) 
Marketing 
challenges in the 
XXXI century
Sustainable 
development and 
sustainable 
marketing
Holistic Marketing
Globalization and 
global marketing
Digitalization and 
digital marketing
 
 
Having a holistic view in marketing is critical; marketing has to take the lead in terms of 
strategy, product selection, markets to penetrate, resources, skills, branding and 
competition. Communication and collaboration are advocated rather than working in 
silos and not leveraging the expertise in the business. Having divisions via functions 
hampers progress. What is needed is programmes and policies that will encourage 
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communication and teamwork, not competition and working in silos. Although 
centralisation is essential, progress can be gained through team engagement, having 
robust information systems and being able to identify skills (Rakic & Rakic, 2013:447). 
Globalisation is something that every organisation has to deal with. Competition is 
fierce, what is needed is forward-thinking, instead of organisations waiting for 
consumers to say what they want, organisations should think for them and create a 
need. It is risky to do so but if companies fear innovation they will not grow and stand 
out from the rest. The world is a global village where access to information and products 
is no longer difficult to obtain. For instance, Nike is a global brand, it is accessible to all 
in the world, regardless of whether one comes from a first or third world country. Global 
companies tend to get the monopoly, resulting in influence in the markets they serve 
(Rakic & Rakic, 2013:447). 
Traditional marketing has been affected strongly by the changes that have taken place 
in technology. The use of e-commerce and social media have opened up different 
mediums of communication, where consumers get to voice their feelings, needs and 
wants at any given time. This has led to amendments to the marketing mix. The 
traditional 4 P’s – Product, Price, Promotion and Placement are still relevant, however, 
two additional P’s that have a strong influence towards value have also been added, 
they are Process and People (Kareh, 2018:4; Chartered Institute of Marketing, 2015:8). 
Customers have educated themselves and have ensured that they are now equipped 
with new tools that can bring change. They want to have influence and to participate in 
bringing value by working together with organisations, instead of being given 
unsatisfactory choices (Rakic & Rakic, 2013:450). Over 6 billion people use mobile 
phones daily. Having access to such smart communication devices has changed 
consumers buying and purchasing behaviour worldwide. The use of digital 
communication is powerful as it enables two-way communication between an 
organisation and its customers. Unlike traditional methods such as television and print, it 
is a more cost-effective medium to use while driving sales and increasing efficiencies 
(Cvitanovic, 2018:384). 
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Although online was the most popular form of communication worldwide, mobile 
communication seems to be taking the lead. Organisations can use this to their 
advantage to create a unique experience as this form of communication is direct and in 
real-time, meaning a relationship can be created and a customer can experience the 
brand as and when they deem fit. Consumers have choice, they decide which channels 
they want to use and when, as a result marketing managers can use this intelligence to 
their advantage. They can align their cross-channel communication programs with brand 
messaging that is consistent and strategic across all touch-points of the business to 
ensure a pleasant experience for consumers. (Cvitanovic, 2018:386). 
Sustainable development has become more and more prevalent as consumers educate 
themselves about how they would like to preserve the world’s natural resources to 
ensure it is in a better state for their children and grandchildren. Due to the consumer 
voice being so powerful in demanding change, organisations have had to revisit their 
strategies to ensure that they are aligned with their consumers’ values and interests. 
Due to this reason many organisations are supporting going green initiatives, veganism 
and many other worthwhile causes. Organisations are forced to be transparent 
otherwise consumers will expose them via the different social media platforms that are 
available (Brown & Brown, 2018; Rakic & Rakic, 2013). 
An advantage of marketing lies in it being able to adapt to change and tackle 
unexpected challenges. New tools and techniques equip the modern marketer to 
overcome the challenges and to protect and guard an organisations competitive 
advantage. (Chartered Institute of Marketing, 2015:11). Although marketing technology 
is said to be the future of marketing, emphasis is made that technology alone cannot 
make marketing successful, the personal touch and engagement with customers are still 
critical factors that marketers need to invest in, however it has to be done on the 
customers’ terms (Schwartz, 2019:4). 
Aaker (2011:1) emphasises that marketing has to be strategic rather than tactical, that it 
strongly has a right to be at the executive table. Figure 2.3 illustrates the three key 
drivers owned by marketing. 
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Figure 2.3: Three Key Drivers That Should Be Owned by Marketing (Aaker, 2011:1) 
 
 
Even though some organisations have embraced the chief marketing officers (CMOs) 
role as part of the executive team there are still those who do not regard the role as 
being strategic, instead, it is still seen as a tactical role (Aaker, 2011:1). Although there 
are metrics in place such as marketing analytics, which can track daily, weekly, monthly, 
quarterly and even yearly online and mobile marketing performance, senior executives 
and management within organisations are still not convinced because the measurement 
does not equate to return on investment. Marketers, however, argue that the 
effectiveness of a marketing strategy can be analysed by looking at marketing costs and 
comparing sales results with related marketing costs and profit margins (Cvitanovic 
2018:392-393). 
2.6.1 Misconceptions regarding Marketing 
Marketing is a discipline that most people believe they understand although they have 
not taken the time to study or do research on it. As per Hum (2013:1-3), some of the 
misconceptions on the role are as follows: 
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 Marketing is sales 
 Marketing is advertising 
 It’s glossy brochures and slogans 
 It’s lead generation 
 It’s fluffy and creative 
 It’s consumer research 
The similarity between marketing and sales is that both disciplines focus on the 
customer. The difference is that marketing deals with identifying customer needs and 
wants, which is then followed by producing offerings that will fulfil those needs and 
wants. Therefore, marketing solves the problem. Sales, on the other hand, sell the 
products or offerings created by marketing with the aim of meeting targets, which 
contribute strongly to the organisation’s revenue. It is important to note that in some 
organisations marketing does not come up with products on their own, sales input is 
crucial as the sales teams are the ones on the floor interacting with customers (Hum, 
2013:1-2). 
Advertising is an element of marketing, it communicates the marketing message that the 
organisation wants to portray. This can be done via different platforms such as radio, 
television, social media, email, leaflets, newspapers and billboards just to highlight a 
few. These platforms can be classified into three categories known as above, below or 
through the line advertising (Hum, 2013:2) 
The brochures and materials that the sales department uses are also an element or 
component of marketing just like advertising.  
2.7 The Marketing and Sales Relationship 
Organisations usually rely on the marketing and sales departments to bring in sales, this 
reliance reveals the level of importance these two roles have. However, there is 
constant conflict between the two departments. Research portrays the instigator of this 
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problematic relationship to be “lack of cohesion, poor co-ordination, non-cooperation, 
distrust, dissatisfaction and mutual negative stereotyping” (Hulland, Nenkov & Barclay, 
2012:450-451). It shows two departments that have different goals, reward systems and 
different worldviews that clash, hence, the ineffective working relationship. According to 
The Marketing Journal (2016:5) what needs to be made clear is that marketing is 
responsible for setting the broad strategy and coming up with incentives that will enable 
the sales team to go out there and sell in the most effective way. What is unfortunate 
however is that these two departments in most cases clash due to not seeing eye to 
eye. 
Sales and marketing integration is defined as “the extent to which the activities carried 
out by the two functions are supportive of each other and lead to the realisation of each 
other’s goals and objectives in a coordinated, synchronised or thoughtfully sequenced 
manner” (Lyus, Rogers & Simms, 2011:41). The three factors that are crucial for 
integration to take place are; communication and information sharing between both 
parties, a collaboration which entails the sharing of resources and working towards the 
same goals and lastly composite, which is the merging of the two (Lyus et al., 2011:42) 
Organisations that are market-oriented tend to be agile, which enables them to deal with 
changing external factors. The salesforce is the eyes and ears of an organisation, they 
know what is happening on the ground, they know their competitors' products, pricing, 
projects, long-term goals and changing customer needs, which is critical information that 
can be used to an organisation’s advantage from a threat or opportunity perspective. If 
only this information could be shared especially with the marketing department it would 
strengthen what has already been acquired by incorporating and analysing all factors to 
be able to develop robust strategic responses that the salesforce can then put into 
action. Since the salesforce has direct access to the market, they would then be in a 
position to report back on the responses from consumers on the new implementations. 
This kind of relationship if managed efficiently can strongly lead to organisational 
change (Lyus et al., 2011:40). Figure 2.4 puts the cycle into perspective. 
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Figure 2.4: The Role of the Salesforce in Organisational Activity (Lyus et al., 
2011:40) 
 
 
It has been alluded marketing departments do not have the same amount of knowledge 
on the market and competitor products like the sales department does, which is 
considered a negative factor because the strategies that marketing come up with have 
to address market changes. If they do not have adequate and accurate information to 
address these challenges then the organisation as a whole will suffer as it will not be 
able to respond appropriately (Lyus et al., 2011:40). The marketing and sales 
departments are urged to collaborate and support each other as much as possible. 
Evidence shows that a strong marketing and sales relationship can bring positive results 
to an organisation, while a conflicted sales and marketing interface (SMI) can have 
disastrous effects on business performance and creating customer value (Hughes, Le 
Bon & Malshe, 2012:57). 
Organisational factors such as values integration, cross-functional talent exchange, joint 
rewards, effective communication, shared market intelligence, and shared decision-
making are identified as strong contributors to marketing and sales integration (Hughes 
et al., 2012:57). 
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In a market-oriented organisation the sales and marketing interface plays an extremely 
important role because the organisation as a whole relies on them to share information. 
The other departments such as manufacturing, research and development, finance and 
the others are in the background and do not have access to what is happening on the 
ground and in the market as they do. “Marketing often takes the lead in spawning 
market-oriented thinking and behaviour throughout the firm. Directly interacting with the 
external market, the sales function represents the interpersonal embodiment of the 
marketing concept and face of the firm to the customer while also serving as a primary 
source of market intelligence” (Hughes et al., 2012:60). For the sales and marketing 
interface to work and filter to all the other departments within the organisation the 
synergistic levers in Table 2.2 have to be in place. 
Table 2.2: The Effect of Levers on the Sales and Marketing Interface 
LEVERS DEFINITION EFFECT ON SMI AT THE INTERFACE 
Vision Organisational leaders desired and 
articulated future. 
Provides guidance on organisations 
objectives and provides empowerment. 
Alignment Ensures commonality in goals and 
strategy, shared vision 
Ensures marketing and sales work 
together, breaks down silos. 
Processes Outlines what needs to be done, 
activities. 
Dictates and defines how functional 
entities should interact which removes 
ambiguity. 
Information What forms and transforms 
representations 
Communication and interaction, co-
ordination and cooperation 
Knowledge The capacity to exercise judgement 
and act 
Results in wisdom, favours mutual 
understanding. 
Decision Resolutions among several 
available alternatives 
Link choices to goals and favours 
understanding and distribution of  
influence across functions 
Resources Organisations financial, physical, 
and human capital 
Provides needed assets to accomplish 
goals 
Culture A complex set of beliefs, values, 
assumptions, and symbols that 
define how an organisation does 
business 
Represents the backbone of mutual 
understanding and integration 
mechanisms across diverse functional 
groups 
Source: Hughes et al., (2012:63) 
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The eight levers highlighted in Table 2.2 are the cornerstones to ensure a robust and 
successful SMI relationship. Without them being articulated and put in place navigating 
becomes difficult due to lack of direction, knowing what is expected, what the rules of 
engagement are, what resources are available, acceptable levels of communication and 
creating a culture that resonates with all. 
Having the above levers in place enables enforcing of the market-based capabilities. 
The first one identified is market-sensing capability which entails having tools in place to 
learn about customers, competitors and any worthwhile information that will work to the 
organisations advantage. Most of this information is collected by the sales and 
marketing teams and ensures that it is shared with all departments within the business. 
The second is new product capability, which is where organisations differentiate their 
offering from that of competitors. For this to work the sales and marketing relationship 
has to be extremely strong and all the other departments have to pull together and 
ensure that there is ample support throughout. The third is supply chain management, 
this is where value networks are considered to be extremely strong value contributors as 
they play a big role in the organisation’s competitive advantage. An organisation, 
therefore, has to choose who it associates itself with very carefully (Hughes et al., 
2012:65-66). 
The fourth competency is customer relationship management (CRM). If executed 
correctly it can contribute towards enhanced customer satisfaction, loyalty, retention, 
and the luring of new customers. The outcomes presented by this competency would 
have a positive effect on the organisations profit, efficiency and performance. The fifth 
and last one is marketing planning and implementation, which entails coming up with the 
relevant marketing strategies to move the company forward. If there is no buy-in or 
inclusion from sales and the other departments problems will surface during 
implementation and in all likelihood, the implementation will fail, which will not only 
impact marketing negatively but the company as a whole (Hughes et al., 2012:68). 
It is therefore crucial for all members in the organisation to understand that creating 
customer value is a team effort that depends on thorough co-ordination, efficient 
utilisation of internal resources which all lead to creating an organisation’s competitive 
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advantage. (Hughes et al., 2012:68). This shows that the marketing and sales 
relationship affects all facets of the business and if both entities work together it 
ultimately leads to the success of the organisation as a whole. 
Table 2.3 provides a summary of similar studies that have been done on similar topics 
related to the one the author has chosen. 
Table 2.3: Previous Research Done 
TOPIC SOURCE QUALITATIVE OR 
QUANTITATIVE 
Understanding the sales-marketing 
interface dysfunction experience in 
business-to-business firms: A matter of 
perspective 
Malshe, Johnson & Viio 
(2017) 
Qualitative 
What the B2B CEO really thinks of 
marketing 
Hoskin (2016) Qualitative 
Shedding light on the CMO revolving door: 
a study of the antecedents of Chief 
Marketing Officer turnover  
Nath &  Mahajan (2017) Quantitative 
What is Marketing? A study on Marketing 
Manager’s Perception of the Definition of 
Marketing 
Contreras & Ramos 
(2016) 
Qualitative 
Marketing in B2B organisations; as it is as 
it should be – a commentary for change 
The mental footprint of marketing in the 
boardroom 
Getting in with the ‘in’ crowd: how to put 
marketing back on the CEO’s agenda 
McDonald (2016) 
 
Strandvik et al., (2014) 
Klaus et al., (2014) 
Qualitative 
 
Qualitative 
Qualitative 
 
The Marketing-sales interface at the 
interface: Creating market-based 
capabilities through organisational synergy 
Hughes et al., (2012) Qualitative 
Perceived marketing – sales relationship 
effectiveness: A matter of justice 
Hulland et al., (2012) Qualitative 
The role of sales and marketing integration 
in improving strategic responsiveness to 
market change 
 Lyus et al., (2011) Qualitative 
Source: Own research 
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As per Table 2.3 the research that has been conducted seems to be lacking when it 
comes to providing perceptions of the marketing and sales function within B2B 
organisations in the construction and concrete industries in South Africa. This study 
contributes towards providing input in this area and exploring what the relationship 
should be between the two disciplines. Based on the majority of the previous research 
being qualitative the author is inclined to do a qualitative study as well. 
The study will also contribute to share the perceptions of what senior leadership and 
senior marketers expect the marketing role should entail in organisations today, and will 
explore ways in which a consensus can be reached in the above industries regarding 
appropriate metrics to use for measurement, which will hopefully reduce the high 
turnover of marketing professionals in organisations. 
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3 CHAPTER 3: RESEARCH METHODS 
3.1 Introduction 
This chapter concentrates on the research design and adopted methodology that the 
author used to conduct the study.  The elements elaborated upon are the research 
paradigm and approach. The research paradigm outlines the two different assumptions 
known as epistemology and ontology. Saunders et al., (2015:164) research onion has 
been broken down highlighting the different philosophies, approaches, strategies, time 
horizon, techniques and procedures that a researcher can take. The author provides a 
summarised version of the route the study took based on the different approaches 
highlighted in the research onion, which are elaborated upon in the chapter. 
The nature of qualitative research is explained. Due to the study being qualitative as 
highlighted in the previous chapter, alternative approaches such as quantitative and 
mixed methods are studied in contrast to the qualitative approach taken. A conceptual 
framework identifying the key elements of qualitative research by Ravitch and Carl 
(2016:3) are shared as it outlines a step by step approach that a researcher needs to 
follow to ensure that all areas of their qualitative study are covered. It is a critical yet 
simple framework that is understandable and can be easily implemented. 
The research methodology adopted outlines the model that was used, followed by 
sampling and site selection, which are in the construction and concrete industries in 
Gauteng. The inductive category development data analysis method by Mayring 
(2014:83) was used for this study, a step by step process is shared providing reasoning 
as to why each step is important. The last section covers the methods of rigour that had 
to be practiced and adhered to by the researcher. 
Before proceeding, it is important to define what the word research means. According to 
the Merriam Webster dictionary (2019), it is defined as “an investigation or 
experimentation aimed at the discovery and interpretation of facts, revision of accepted 
theories or laws in the light of new facts, or practical application of such new or revised 
theories or laws.” 
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The department of Education and Training at Western Sydney University (2018) 
summarises research as using existing and new knowledge in an innovative manner 
that enables the production of new ideas and methods. 
3.2 Research Paradigm 
The research paradigm consists of what is known as epistemological and ontological 
assumptions, which play a crucial role in the direction a researcher decides to take. 
Epistemology is derived from the Greek verb epistame, which means an in-depth 
knowledge of something, whether in the form of experience or having close associations 
with those who know or have experienced it (Dieronitou, 2014:5). It has to do with the 
nature of knowledge, how it is constructed and acquired (Ravitch & Carl, 2016:6; Remler 
& Van Ryzin, 2015:12). Saunders et al., (2015:132) add on to say it pertains to what 
constitutes acceptable knowledge in a field of study.  
Just like epistemology, ontology traces back to the ancient Greek with its meaning being 
“to exist”. (Dieronitou, 2014:4). It has to do with what is deemed to be reality or the 
nature of being (Ravitch & Carl, 2016:6; Saunders et al., 2015:130). Ontology consists 
of two aspects known as objectivism and subjectivism. Objectivism takes the stance that 
social entities exist in reality too and independent of social actors, while subjectivism 
supports the notion of social phenomena being created through perceptions and 
consequent actions affecting social actors (Saunders et al., 2015:131). In qualitative 
research the ontological assumption would be that there is no one truth because 
people’s realities and worldviews differ, meaning this approach seeks to report on the 
multiple realities presented. 
Figure 3.1 consists of what is called a research onion. It highlights the different 
philosophies and approaches that can be adopted during the research process by 
dissecting the onion layer by layer. These valuable steps enable the researcher to 
choose the concepts that will be relevant to their field of study ensuring that all the 
critical aspects are covered. 
The layers of the onion consist of the different philosophies that can be adopted, the 
approaches in theory development, the methodological choices that are available, the 
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strategies, the time horizon, which has to do with the period of study and lastly the 
techniques and procedures that the researcher can choose for their study. 
Figure 3.1: The Research Onion (Saunders et al., 2015:164) 
 
For this particular study, the author has chosen to take the direction summarised in 
Figure 3.2, which has been taken from the research onion but has been tailored to 
address the objectives of the study at hand. 
The ontological direction that the study followed was that of an interpretivism nature as 
the information that was sought and collected was based on perceptions from 
management, regarding their understanding of the marketing role in their organisations. 
Saunders et al., (2015:137) emphasise that with interpretivism the researcher has to 
understand the differences between conducting research among humans rather than 
objects. For this study, the author concentrated on humans and not objects. The 
approach that was taken was of an inductive nature. According to Remler and Van 
Ryzin (2015:14), when one adopts a systematic approach of the world to tackle a 
problem, and then develops a logical explanation or theory to account for what they see, 
this is regarded as induction. 
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Figure 3.2: Summary of approach to be taken by the author 
 
Source: Own research 
Since the aim was to understand what the marketing role is perceived to be, there was a 
lot of exploring that took place, especially because roles within organisations have 
evolved and so have organisations as well. Due to these changes, there are bound to be 
discrepancies with regard to how the marketing role is interpreted. Saunders et al. 
(2015:145) state that if a researcher explores a phenomenon by collecting data and then 
builds theory by means of a conceptual framework, this is considered an inductive 
approach. 
In order to understand why the author chose an inductive approach, it is important to 
understand the reasoning behind the three approaches, which have been summarised 
in Table 3.1 
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Table 3.1: Deduction, Induction and Abduction Reasoning 
 Deduction Induction Abduction 
Logic When the 
premises are true, 
the conclusion 
must also be true 
Known premises are 
used to generate 
untested conclusions. 
Known premises are used to 
generate a testable 
conclusion. 
Generalisability Generalising from 
the general to the 
specific 
Generalising from the 
specific to the general 
Generalising from interactions 
between the specific and the 
general. 
Use of data Used to evaluate 
propositions or 
hypothesis related 
to an existing 
theory 
Used to explore a 
phenomenon, identify 
themes and patterns 
and create a 
conceptual framework. 
Used to explore a 
phenomenon, identify themes 
and patterns, locate these in a 
conceptual framework and 
test this through subsequent 
data collection. 
Theory Theory falsification 
or verification 
Theory generation and 
building 
Theory generation or 
modification; incorporating 
existing theory where 
appropriate, to build new 
theory or modify existing 
theory. 
Source: Saunders et al., (2015:144) 
Table 3.1 justifies why an inductive approach was adopted. The model that was used is 
Mayring’s (2014:80) inductive category development model, which is elaborated upon 
further in this chapter. The methodological approach chosen is the qualitative mono-
method because a single data collection method was used. 
The research strategy chosen is content analysis. This form of analysis has a very 
strong foundation in the communicative sciences. The researcher has to stipulate to 
which part of the communication process their conclusions are derived. Mayring 
(2014:39) says being content analytical should by all means be preserved for qualitative 
content analysis, which is something that has been neglected in quantitative analysis. 
The information has to be interpreted in relation to its context. A systematic procedure 
has to be followed meaning rules of text analysis have to be established beforehand. 
However, it is important to note that content analysis is not a standardised instrument 
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that will forever be the same. It has to fit the issue at hand and be constructed to 
address it (Mayring, 2014:39). 
The other strategies that can be adopted depending on the nature of one’s study are: 
 Experiment – normally used in quantitative studies. 
 Survey – used in quantitative studies. 
 Archival – can be used in qualitative, quantitative or mixed design. 
 Case study – used in qualitative studies. 
 Ethnography – used in qualitative studies. 
 Action research – used in qualitative studies. 
 Narrative inquiry – used in qualitative studies. 
(Saunders et al., 2015:173) 
A researcher has to thoroughly understand each strategy in order to choose a strategy 
that is most suited for their research. 
The time horizon is cross-sectional as it was based on a specific time frame. The 
techniques and procedures are in the form of interviews with senior management and 
analysis of the material guided by Mayring’s (2014:80) eight-step inductive category 
development model. 
3.3 The Nature of Qualitative Research 
According to Ravitch and Carl (2016:2), qualitative research seeks to understand facts, 
events, human beings and groups in their natural settings. This is done by ensuring that 
true reflections and meanings are derived from peoples own experiences and 
perceptions. Saunders et al. (2015:163) view qualitative research as being associated 
with researchers trying to interpret and make sense of the subjective and socially 
constructed meanings drawn from what is being studied. 
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A qualitative approach is most suited for this study as the aim is: 
To explore the similarities and differences between non-marketing executives’ and 
marketing managers/executives’ understanding of the marketing role, and assessing if 
these perceptions are aligned. 
The way in which the data were collected, which are explained further in the chapter 
justifies why this approach is most suitable. 
3.4 Research Approach 
The three well-known approaches in research are quantitative, qualitative and mixed 
methods. In quantitative studies, the world is observed using instruments that will 
produce numerical data that will be representative of various attitudes, behaviours and 
characteristics. The way that the information is analysed is via techniques and tools that 
use statistics, which can range from graphs, bar charts, tables and other complex 
techniques (Remler & Van Ryzin, 2015:61). 
As per Saunders et al. (2015.546) in qualitative research meanings are obtained from 
words not numbers, which makes it more challenging because some words may have 
multiple meanings and, in some cases, may be unclear. The researcher, therefore, has 
to be extra careful to explore and clarify these words because the quality of qualitative 
research depends on the interaction between data collection and data analysis. 
Researchers using the mixed methods approach are urged to seek the “radical middle” 
and not just a passive and comfortable middle space where the status quo of 
quantitative and qualitative epistemologies are upheld. New theoretical, methodological 
spaces are encouraged to promote productive coexistence among all research 
traditions, with mixed research being more dynamic, interactive, strategic and generative 
(Patton, 2015:90). The fact that mixed methods do not concentrate on only one 
approach limits matters such as bias. 
A critical factor worth noting is that the topic of the research is not what makes it 
qualitative, quantitative or makes it use mixed methods, the route that will be taken lies 
in the nature of the data and methods of analysis (Remler & Van Ryzin, 2015:61) 
40 
 
Table 3.2 highlights the similarities and differences pertaining to the three approaches. 
Table 3.2: The Methods Paradigms Debate: Ten Contrasting Emphases 
 Quantitative / 
Experimental 
Paradigm 
Qualitative/ Naturalistic 
Paradigm 
Mixed – Methods 
Paradigm 
1.   Aspiration Empirical 
generalisations across 
time and space 
In-depth, holistic, sensitive 
understandings of 
phenomena 
Integrating in-depth 
qualitative 
understandings 
2.   Philosophy 
of    science 
roots 
Positivism, logical, 
scientific  
Social constructivism, 
phenomenology 
Pragmatism 
3.  Inquiry 
approach 
Independent and 
dependent variables. 
Hypothetical –deductive 
inquiry 
Real-world settings to 
observe, interact and 
understand. 
Naturalistic/inductive 
inquiry 
Qualitative for 
exploration and 
quantitative for 
verification. 
Sequential inquiry 
4.  Data 
collection 
Via reliable surveys, 
tests and statistical 
indicators 
Via fieldwork and 
participant observations 
and in-depth interviews 
Combining both 
quantitative and 
qualitative data 
5. Researcher/ 
evaluator 
stance 
Objective, independent, 
detached 
Engaged, subjectivity 
acknowledged 
Neutral, adaptable 
based on inquiry 
nature 
6.  Conceptual 
approach 
Quantify variables, 
have to be measurable 
Open-ended inquiry to find 
out what people mean.  
Statistical measure, 
more exploration via 
interviews. 
7.  Approach 
to dealing with 
natural 
variation 
Control variation via 
experimentation with 
carefully designed 
treatment and 
comparison 
Study and document 
diversity and natural 
variation. Minimise control 
to see how things unfold  
Design flexibility 
depending on the 
nature of the research 
question 
8.  Sampling 
strategy 
Random, probabilistic 
samples  
Sampling of rich 
information for in-depth 
study  
Multiple and 
combined sampling 
approaches 
Source: Patton (2015:91) 
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Table 3.2: The Methods Paradigms Debate: Ten Contrasting Emphases 
(continue…) 
 Quantitative / 
Experimental 
Paradigm 
Qualitative/ Naturalistic 
Paradigm 
Mixed – Methods 
Paradigm 
 
9.  Analysis 
and 
comparisons 
Deductive analysis, 
standardised 
instruments, statistical 
testing 
Inductive   
10.  Criticisms 
of other 
paradigms 
Qualitative data are 
“soft”, ambiguous, 
susceptible to bias, 
samples too small for 
generalisations 
Important things can’t be 
reduced to standardised 
instruments, quantitative 
data only taps the surface 
of human experience, 
experimental designs are 
too rigid and controlling 
Both qualitative and 
quantitative 
approaches have 
strengths and 
weaknesses. Mixed 
methods needed to 
overcome the 
weaknesses of each  
Source: Patton (2015:91) 
 
Each approach has its pro’s and con’s but based on the nature of the study may each 
still be effectively used to produce robust findings. 
Figure 3.4 is a conceptual framework highlighting the key elements of qualitative 
research. It depicts qualitative research as not being a linear process. It portrays it 
instead as a dynamic, interactive process that happens in a cyclical manner. Despite the 
backwards and forward it is quite structured as it will start with a question, problem or 
interest that will be as a result of inadequate information or literature to address the 
question or interest, which is then followed by research questions aimed to answer the 
question of interest. In developing the research questions, the researcher has to 
constantly refer back to the literature or theory to identify the gap between what they 
seek to study and the material that is already present relating to similar studies (Ravitch 
& Carl, 2016:2). 
The next step is methodology, which entails selecting the relevant methods that are 
adopted, such as data collection and analysis. Once that is done suitable validity 
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strategies had to be carefully considered, and a conclusion and recommendations on 
the study then follows (Ravitch & Carl, 2016:3). 
Figure 3.4: The Dynamic Elements of Qualitative Research (Ravitch & Carl, 2016:3) 
 
3.5 Sampling and site selection 
Authors in the qualitative field are not all in agreement regarding what an acceptable 
sample number should be. Some are even reluctant to provide a number, citing it is 
better to rather estimate when developing a proposal yet bearing in mind that the 
proposed number may be subjective to change. Guetterman (2015:2) states that 
qualitative sampling is a repetitive process of decisions through the research process 
and not just a single planning decision. A meticulous researcher needs to work through 
the information, adjust it where required and take into cognisance the implications of 
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sampling and interpretation. This is witnessed regularly in theoretical or purposive 
sampling.   
Roller and Lavrakas (2015:26-27) highlight that unlike quantitative researchers who rely 
on statistical methods to determine sample sizes for their studies, qualitative 
researchers have to rely on past experience and knowledge of the topic at hand. They 
have to practice ongoing monitoring during the data gathering period and should have 
decision rules in place to determine how many interviews are enough. The decision 
rules consider the following: 
 The complexity of the phenomena being studied. 
 The heterogeneity (quality or state of being diverse) or homogeneity (quality or 
state of all being the same) of the population being studied. 
 The level of analysis and interpretation that are carried out. 
 The finite resources available to support the study. 
Having the above rules in place give the researcher a guideline of the manner in which 
they have to approach their sampling. 
The sampling method that was used in this study was non-probability purposive 
sampling as the researcher was using his discretion regarding the people that were 
chosen to be interviewed, in order to select the right mix to address the research 
objectives. A sample of senior leadership across different departments in the 
construction and concrete industries in Gauteng was interviewed, with the aim to 
understand the following: 
I. To explore what marketing is understood to be by the target market. 
II. To ascertain whether what the non-marketing senior leadership perceives and 
understands the marketing role to be is what is practiced in their organisation. 
III. To ascertain whether what the marketing manager/executive perceives and 
understands the marketing role to be is what is practiced in their organisation. 
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IV. To establish the measurement tools used by non-marketing senior leadership to 
assess the performance of the marketing role. 
V. To establish the measurement tools used by marketing managers/executives to 
assess the performance of the marketing role. 
VI. To compare and contrast the perceptions derived from both sides. 
VII. To explore what senior leaderships’ perceptions of the marketing role is, whether 
it is a sales support or strategic function.  
Figure 3.4 illustrates how the sample is structured. 
Figure 3.4: Sample Structure 
Senior leaderships perception and understanding of the 
marketing role: A Sales support or Strategic function
Marketing 
Managers / Execs  
(12)
Non Marketing 
Managers / 
Execs  (12)
Face-to-face interviews
 
Source: Own research 
The sampling is not restricted to gender although the majority of interviewees were male 
due to the nature of the industry. 
3.6 Data Collection 
There are various ways to collect data in qualitative studies. These methods include 
interviews, observation and fieldnotes, focus groups, reviewing documents or archival 
data, questionnaires and participatory methods (Ravitch & Carl, 2016:145). For this 
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particular study, a face-to-face interview approach was taken. According to Ravitch and 
Carl (2016:146); and Roller and Lavrakas (2015:51) in-depth-interviews are an integral 
part of qualitative studies as they provide deep, rich, individualised and contextualised 
data that drive behaviour and attitude formation. Such interviews seek to understand the 
world from the subjects’ point of view (DeJonckheere & Vaughn, 2019:1) 
 
There are three formats a researcher can choose from when doing in-depth-interviews, 
they are unstructured, structured and semi-structured. Unstructured interviews tend to 
lean heavily on the tradition of ethnographic anthropology. These interviews are informal 
and grant the interviewee the space to tell their story without interference, much like a 
narrative account. Although considered to be a bit disjointed and lacking in structure 
these types of interviews are deemed extremely effective when addressing sensitive 
subject matter and vulnerable segments (Adhabi & Anozie, 2017:90; Roller & Lavrakas, 
2015:53) 
 
A structured interview on the other hand is prescriptive and formal, the interviewer fully 
controls the interview by sticking to a precise set of questions in a prescribed order, not 
allowing flexibility to ask follow-up questions. The questions asked are normally short 
and straight to the point with the expectation of the interviewee answering in the same 
format. Their rigid nature sometimes leads to baseless responses in qualitative 
research. This format of interviewing is deemed more favourable in collecting 
quantitative data (Adhabi & Anozie, 2017:89; Roller & Lavrakas, 2015:52) 
 
Semi-structured interviews tend to be a more popular format that is chosen in qualitative 
research as they allow open dialogue between an interviewer and interviewee. This 
format enables the researcher to collect open-ended data, to explore participants’ 
thoughts, feelings and beliefs about a particular topic and allows the opportunity to delve 
deeper, touching on sometimes sensitive issues that would not have been shared 
voluntarily (DeJonckheere & Vaughn, 2019:1). Due to the explorative nature of the study 
at hand, the author felt semi-structured face-to-face interviews would be the best 
medium to collect data. 
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Ravitch and Carl (2016:148-150) emphasise the following characteristics as being 
crucial when conducting qualitative interviews: 
 
 Relational – A relationship is formed regardless of it being brief, which means 
some type of mutual engagement and reciprocal transformation have to prevail. 
 Contextual/Contextualised – The interviewer needs to understand the 
responses of the interviewee in an individualised and contextualised manner, 
especially based on the fact that the interview is bound to happen during a 
complex ecosystem of someone’s life, which may need probing. 
 Non-evaluative – The goal should be to understand what the interviewees think, 
feel and experience not to judge or evaluate what they are saying. The 
interviewer has to be impartial at all times to avoid any form of bias. 
 Person-centred – The interviewer has to engage the interviewee and be present 
at all times. The opinions, feelings and ideas that the interviewee expresses need 
to be respected and acknowledged. 
 Temporal – Historical, institutional, social or personal moments can play a big 
role in how an interviewee responds. It is therefore important for the interviewer to 
do their homework in order to make sense of context and fluidity in experience 
and meaning. 
 Partial – Interviewers need to be cognisant of the fact that the interviewee may 
not be able to provide all the information required based on the limited time or 
brief interaction with the interviewee despite it being incredibly powerful or 
enlightening. 
 Subjective – Human beings interpret life in their own manner with multiple 
subjectivities that also apply in interviews because interviews are not neutral or 
objective, they seek to understand people's positions and perspectives. 
 Nonneutral – Interviews are hardly every neutral regardless of the topic, there 
are layers of bias, assumption and influence that exist even before an interview 
can begin. An interviewer has to be cognisant of this especially when 
contextualising the data. 
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These characteristics encourage a researcher to be critical when putting together 
research instruments as it enables them to consider the many variables that shape 
research and interviewing broadly. 
During the interviews that the author conducted, notes were taken however, the author 
was extra careful to not lose rapport with the interviewee. In order to ensure that critical 
information was not lost a dictaphone was present and a backup dictaphone was taken 
as well should there be any issues. 
3.7 Data Analysis 
There are various ways in which data can be analysed and interpreted, however, in 
qualitative studies content analysis seems to be a preferred method. This is due to it 
being able to represent a systematic and objective manner of describing and quantifying 
a phenomenon. For content analysis to be successful data have to be reduced to 
concepts describing the phenomena. The process of creating these concepts is called 
abstraction. Qualitative content analysis can be used in an inductive or deductive 
manner depending on the study, the process for both is the same and involves three 
steps; preparation, organisation and reporting of results (Elo, Kääriäinen, Kanste, Pölkki, 
Utriainen & Kyngäs, 2014:1) 
 As mentioned previously the author took an inductive approach for this particular study 
and made use of Mayring’s (2014:80) eight-step inductive category development model 
displayed in Figure 1.2. The eight-step process seems laborious, however, it provides 
the necessary guidance to a researcher when bombarded with a lot of relevant and 
irrelevant content. Where information is unclear researchers are urged to refer to 
theoretical arguments to compensate for unclear information (Mayring, 2014:82). 
The first step talks about the research question and theoretical background. This was 
clearly defined by the author and theory pertaining to similar studies by different authors 
was studied and discussed in the literature review. The research approach was 
highlighted as inductive, taking an explorative stance. The second step is about the 
establishment of a selection criterion, category definition and level of abstraction. The 
aim of the category definition is to extract the relevant information from the text. The 
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level of abstraction, on the other hand, goes into more detail defining how specific or 
general the categories need to be put together. Both rules are important and have to be 
devised beforehand, should the need arise they can be tweaked befittingly (Mayring, 
2014:82). 
The third step is about coding, it entails thorough reading to enable linking material to 
the category definition. The material has to be read line by line to ensure that critical 
information is not left out. The fourth step is about revision. 
A pilot loop is recommended to ensure proper alignment to the category system and 
research questions. This is something that the author did for this study. Mayring 
(2014:83) urges the researcher to check if the degree of generalisation is sufficient. If a 
few categories are formulated this means the level of abstraction may be too general 
and vice versa. 
The fifth step entails final coding, followed by the sixth step, which ensures grouping of 
the main categories to address the research question. The seventh step urges that 
coding should be redone and provided to a second coder to ensure accuracy.  The last 
step is about compiling the results, how the results are interpreted, ensuring that the 
research question is ultimately answered (Mayring, 2014:83). 
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Figure 3.5: Steps of Inductive Category Development (Mayring, 2014:80) 
 
3.8 Methods of Rigour 
Research ethics play an integral part during the process of conducting research. Being 
transparent and considerate are very important. The consent of those being researched 
should be requested upfront and the reason the research was conducted should be 
provided. Saunders et al., (2015:191) state that subjecting those that are being 
researched to the risk of embarrassment, pain, harm or any other disadvantage is 
unacceptable and unethical. 
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For this particular study, the author requested permission to interview the participants 
and requested them to sign consent forms regarding the information being used in the 
findings of the study. Permission to use a dictaphone during the interviews was also 
requested. It was made clear that none of the interviewees' names or particulars would 
be disclosed, only job titles would be used. The author was transparent by answering 
any concerns honestly and providing reasoning as to why the study was being 
conducted. 
Saunders et al., (2015:192) refer to reliability as data collection techniques producing 
consistent findings if they were to be replicated by a different researcher. Although 
reliability is always sought, every now and then there are threats that come in to play 
such as; participant error, participant bias, researcher error and researcher bias. 
Reliability is a key characteristic or research quality but cannot achieve research quality 
on its own (Saunders et al., 2015:193). “An explanation of how the concepts or 
categories are created should be provided to indicate the trustworthiness of the study. 
However, there are no published recommendations on how trustworthiness should be 
checked if inductive content analysis is conducted by two or more researchers” (Elo et 
al., 2014:5). 
Validity entails observing and then interpreting what was heard or seen accurately. It 
has to do with the researcher being consistent and naming what is measured by the 
right name. (Silverman, 2016:414).  It is purported that face validity can be a way of 
estimating trustworthiness in studies. This is done by presenting the results to people 
who are familiar with the research topic who then evaluate the results to see if they 
match reality (Elo et al., 2014:5). 
According to Patton (2015:653), one of the barriers to credible qualitative findings is that 
the researcher reports the findings based on their own “predispositions” and “biases”. In 
order to overcome this barrier a researcher has to be able to confidently report that they 
engaged in a meticulous yet systematic manner to acquire alternative themes, patterns 
and rival explanations. By doing so, credibility is enhanced as this also proves that they 
were rigorous in their analysis. 
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Ethical Clearance 
Ethical clearance was obtained for the study and a certificate issued. This was done 
through the university’s policies and various committees. 
3.9 Conclusion 
This chapter has outlined in detail the research paradigm, approach and methodology 
that the author adopted to conduct the study. It was crucial for the research design to be 
articulated in such depth to ensure that the author has a clear framework of what needs 
to be done and how. If a clear model is not chosen of how the study will be conducted 
and analysed a researcher may find themselves overwhelmed, especially with the 
lengthy material acquired in qualitative studies. Analysing the information without any 
coding may be a real challenge and it will affect the way it is reported upon which may 
comprise reliability, trustworthiness, credibility and validity. In order to overcome issues 
of this nature the author made use of Mayring’s (2014:80) eight-step inductive category 
model. 
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4 CHAPTER 4: RESEARCH FINDINGS 
4.1 Introduction 
This chapter highlights the findings of the study based on perceptions shared by senior 
marketing managers/heads and senior non-marketing executives regarding the 
marketing role in their organisations and assessing if these perceptions are aligned. As 
highlighted the study took a qualitative approach due to it seeking to report the views 
and meanings expressed by the participants. From a research paradigm perspective, it 
is important to emphasise that in qualitative research the ontological assumption is to 
report on the multiple realities provided, as people’s realities and views differ.  
(Saunders et al., 2015:131). 
The preferred method of analysing and interpreting data in qualitative research is 
content analysis. The reason being its ability to represent a systematic and objective 
manner of describing and quantifying a phenomenon. This is normally done by reducing 
data into concepts. Regardless of whether an inductive or deductive approach is taken a 
three-step approach is always followed, which entails – preparation, organisation and 
reporting of results (Elo et al., 2014:1). 
Due to qualitative research being a dynamic interactive process that takes a cyclical 
approach, the content shared is in the form of words. As a result, the author had to be 
very careful when it came to exploring and clarifying words used by participants, as 
words sometimes have multiple meanings and if not relayed correctly can affect data 
analysis and reporting (Ravitch & Carl, 2016:2; Saunders et al., 2015:546;). 
Before the collection of data commenced the author ensured that everything outlined 
under methods of rigour in Chapter 3 was adhered to. Each participant was formally 
approached in writing requesting their permission to partake in the study with an 
explanation of why the research was being conducted. An ethical clearance report from 
the University of Johannesburg was also provided. A consent form with stipulated terms 
was provided to all participants to sign. 
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The author tried at all times to be objective, avoiding matters such as bias and 
unnecessary errors. Although notes were taken, the presence of a dictaphone was 
extremely helpful as the author referred back to it and compared it to the notes taken to 
ensure that data were not distorted during data analysis. 
4.2 Findings 
Data were collected on four different sites in the form of seven semi-structured 
interviews, which took a conversational style to ensure that rich content was obtained. 
Mayring’s (2014:83) eight-step inductive category development model was followed as 
discussed in Chapter 3. Although the interviews took a conversational style, the author 
was cognisant to look out for themes that would address the aim of the exploratory study 
as highlighted in Chapter 3. Table 4.1 provides a profile of the participants that took part 
in the study. Due to the author wanting to see matters and convey them from the 
participants' view, direct quotes are shared in the findings. The participants were 
anonymised apart from the information provided below. 
Table 4.1 Participant Profile 
Participant Title  Gender Site           Duration 
P1 Financial Director Male West          8 years 
P2 Chief Executive Officer Male West          7 years 
P3 Sales & Marketing Director Male West          18 years 
P4 Marketing & Business 
Development Executive 
Male East           7 years 
P5 Operations Director Male West          13 years 
P6 General Manager: Marketing Male South         4 years 
P7 Marketing & Sales Executive Male North         8 years 
Source: Own research 
Saturation was reached when the interviewer got to participant 7, as a result, no 
additional interviews were conducted. Saturation happens when there is no longer any 
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new relevant information that the data provide in relation to the themes or categories 
being explored in the research (Saunders et al., 2015:186). 
The participants who took part in the research were 100% male, which shows that a 
significant number of senior roles in the construction and concrete industries in Gauteng 
is still dominated by males. 
With regard to the perceptions shared on what marketing is understood to be, the 
definitions that were provided by the participants displayed more or less the same 
school of thought. The themes that emerged highlighted that marketing is about brand 
awareness, educating consumers about products, and luring them to an organisation’s 
products or services. The participants view marketing’s role as paving the way, doing 
the groundwork in order for sales to be able to close transactions. 
“It’s about educating the industry about your products, highlighting your strengths as a 
company, looking at what differentiates you from the rest and at the same breath relating 
to what your customers want.” P2 
“It’s a function of a business that supports the business by bringing in sales and by 
creating awareness of the products or services offered by the business.” P4 
“It’s about creating new product lines that will result in sales and profit for a business. It’s 
centred around the 5 P’s (product, price, promotion, placement and people).” P1 
Authors in the literature review have highlighted that marketing can never be defined in 
the exact same words, however, there are underlying similarities in it having to do with 
organisations providing and satisfying customer requirements with the expectation of 
profit being made. It’s about an exchange relationship whereby a service or product that 
has value for a customer is provided and in return, the customer pays to obtain it (Brown 
& Brown, 2018:1; Chartered Institute of Marketing, 2015:3). The participants were not far 
off in their definitions as they touched on what the experts in the marketing field define 
the role as. 
When the participants were asked if the definitions that they provided of marketing are 
what is practiced in their organisations, majority of the non-marketing executives’ 
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responses were, no. The reasons provided seemed to emanate from the makeup in their 
organisations, their product ranges, target market and how the industry operates. 
 “No, marketing only tends to focus on publications targeting only a small sector of our 
business. Marketing thinks the target market is the professionals (engineers, architects, 
quantity surveyors, etc.) yet those people are not the ones who make decisions on 
products that should be used. They specify products but not according to brand names. 
The people that marketing needs to be talking to are the contractors because they are the 
ones who make decisions regarding where they will get the specified products.” P5 
 “No, marketing plays a reactive role because products are already created. It’s a passive 
department that does not drive sales or new products.” P1 
The majority of the marketing manager/heads responses seemed to concur with those 
of the non-marketing executives. 
“No, our marketing is more about brand awareness, so that we are not forgotten. We do 
not market to entice the consumer. We cannot entice the user if there is no project 
involved. The architect or engineer has to design what they want in a project and once that 
is done it’s only then that we can entice them with products that will fit what they have 
designed.” P3 
“That’s what we would like to practice, however, it’s not always achievable due to historic 
factors that still plague our organisation, however, we try with the limited capacity we have 
despite marketing evolving dramatically.” P7 
In the literature review Contreras and Ramos (2016:51) highlight that due to the different 
definitions of marketing, there is ambiguity and confusion, which results in people 
interpreting and understanding marketing in different ways. This, unfortunately, has an 
impact in organisations, hence the role being practiced differently from organisation to 
organisation. 
The participants who took part in the study shared that their organisations’ offerings 
were targeted at other organisations and not individual consumers. Business to 
Business (B2B) marketing focuses on an entity not individual, meaning logic, time, and 
the saving of resources are major factors. Business to Consumer (B2C) marketing 
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concentrates on individuals. It entails using simple messaging, emphasising benefits of 
a product and appealing to people’s emotions (Lake 2019:1). Although the participants 
seemed to all know what marketing entails it seems the challenges that affect the role 
from being practiced in the manner it is supposed to, stem from each organisation’s 
makeup – matters such as structure, historic factors, market and product orientations 
and lack of communication between departments.  
What was apparent during the interviews was that in some of the organisations some of 
the marketing managers/heads were not involved in all of the five marketing P’s. The 
marketing departments seemed to drive the promotion aspect of the organisation the 
most while sales drove the price and people aspect. The placement and product aspects 
seemed to be already established and set, new products were not being offered due to 
the vast product ranges that were already available in the market. 
When the measuring aspect of marketing was explored the theme that emerged from 
the non-marketing executives was that the role is difficult to measure especially for the 
organisations that were still practicing strong traditional marketing methods. 
“It’s always been a difficult thing to measure especially in our industry, it’s less pull and 
more push in our business, there has to be an underlying requirement (project), without a 
project no products will be bought. There is nothing tangible to measure marketing against, 
it’s subjective, unlike sales which is easy to measure because the numbers are there as 
evidence, with marketing it’s different.” P1 
“Marketing is like IT, you only realise you haven’t spent enough when it’s too late. 
However, it’s difficult to measure.” P5 
The measuring of marketing has always been a point of contention, especially where 
traditional marketing methods are used. In print, quantifying the return on investment is 
difficult because it does not mean just because people subscribe to certain publications 
or newspapers, they actually read them. The mistake that is normally made is assuming 
that the circulation number equals readership, which is what publishers normally 
advocate. Then there is broadcast which is the most expensive traditional marketing 
platform, yet a brilliant tool for reaching the masses especially if the aim is brand 
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awareness. The setback though is it generalises and does not only target a specific 
market and because it caters for such a diverse audience it is also difficult to measure 
(Das & Lall, 2016:6; Wroblewski, 2018:4;) 
The measuring aspect seems to be the biggest frustration that senior leadership has 
regarding the marketing role. In a study conducted by Martensen and Mouritsen 
(2017:1264) among CEO’s and marketers in Denmark, the majority of CEO’s who took 
part in the study had a problem with marketers always asking for more money, yet not 
being able to provide an explanation of how much business that money will generate. 
The same study showed how senior corporate marketers did not base their budgets on 
any profitability assessments. This contributes to ambiguity regarding the value that 
marketing brings and leads to senior management not respecting the role, as it cannot 
prove how it contributes to business performance (market results and financial 
performance). 
The dominant theme from the marketing managers/heads was that marketing can 
certainly be measured. The newer platforms such as digital are pervasive, personal and 
engaging providing rich input to organisations about their current and prospective 
customers. 
“Exco is seeing the benefits because the reporting has changed. Digital is easy to 
measure. Marketing provides a month to month budget reporting on its spent, which 
highlights the quality leads that come into the business via Facebook, LinkedIn, Ad words 
and Internet searches. These leads are then passed onto sales to close the deal. By being 
able to extrapolate this information, marketing can report on the leads that were provided 
and the number that the sales team were able to convert into sales. Our CRM system is 
able to show the conversions. A digital platform reveals a lot as it is able to drill down to 
what you want to know about current and prospective customers.” P4 
“With traditional methods such as print media it’s very difficult to measure. However, with 
newer platforms like social media or a mail database, it’s easier to measure as digital 
provides the numbers based on your selection (page activity, clicks, read and unread 
emails).” P6 
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Despite favouring digital platforms, the participants highlighted that although digital has 
many benefits there are certain traditional marketing methods that cannot be 
underestimated, such as events, conferences and exhibitions. This is due to the 
personal touch that these methods present. Das and Lall (2016:5-6) concur with the 
participants. They highlight the importance of interacting with customers and obtaining 
direct and real-time feedback on products and services, especially with an older 
generation target market. This method also creates trust and loyalty from customers. 
Unlike traditional methods that normally provide one-way communication from the 
organisations view, digital brings a different element allowing two-way communication, 
which in most cases results in building relationships. This is where relationship 
marketing becomes beneficial as statistics can prove how it contributes to financial 
performance, increasing revenue yet reducing costs, improving customer retention rates 
which in turn increase profitability. These relationships also contribute to increasing 
brand loyalty (Achen, 2017:34). 
In the Klaus et al., (2014:200-202) CEO study in which reference was made in the 
literature review, CEOs were sceptical of the metrics used by marketers. The study 
highlighted that marketers were out of tune with the financial aspect of business, 
explaining ROI in marketing language such as brand value, equity and loyalty and not 
providing tangible numbers that the executive team understands. These CEOs felt 
marketers were enthralled by new technology, measuring items such as ‘“hits” on social 
media or “likes” which did not equate to bringing money into the business. 
Based on the views provided by the participants it shows that marketers have embraced 
the new technology that has been adopted globally and has influenced the way business 
is done. The marketing participants were positive and excited about what digital 
platforms can do and how they are now able to show the numbers that the executive 
teams have always wanted from them. In organisations where digital platforms had not 
yet been adopted senior management was indifferent as they couldn’t provide much 
input. 
Ungerman et al. (2018:133) emphasise strongly that for marketing innovation to take 
place organisations cannot rely on existing marketing rules if they want to be competitive 
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and successful in saturated markets. Cvitanovic (2018:380) adds on to say companies 
that understand and use new marketing technologies are able to create a competitive 
advantage. They are able to devise robust marketing strategies and improve customer 
experiences at all touchpoints within the business, especially with the brand. 
What the author found interesting and worthy to mention was the marketing 
managers/heads responses regarding their decisions on reducing the number of 
traditional marketing methods used in their organisations. When asked if they were not 
neglecting their older generation target market, the dominant theme that emerged was 
the need to cater for new younger customers. 
“I guess we are but it’s something that we thought about and had to make a decision on. 
We have to look into the future, we have to move and act on platforms used by millennials 
in order to be able to influence them instead of always complaining about not 
understanding them. The industry is lacking in succession planning, the older generation is 
not sharing their knowledge and skills with the younger generation, therefore why invest in 
the older generation if they are not contributing in moving the industry forward?” P6 
“If you’re a staunch traditional marketer who does not believe in other methods except 
traditional, it’s going to be very difficult to survive because there’s artificial intelligence, 
virtual reality and everything else. Customers rely on their phones to do business, they no 
longer have to come to your offices. Customers are changing, they are becoming younger 
and are using different platforms to those used by the older generation, and therefore the 
methods of luring them have to change.” P4 
The world is changing rapidly which has a strong impact on the way business is 
conducted. If organisations do not equip themselves with the necessary tools to address 
the disruption that is taking place, chances of survival are minimal. The digital 
environment has taken over and although traditional marketing still has a place, it’s 
diminishing drastically. Not only are digital platforms interactive and engaging, they are 
also available twenty-four-seven, are much cheaper and agile which allows strategies to 
be refined without hassles. What makes digital platforms trustworthy is the ability to be 
able to measure results (Das & Lall, 2016:6). 
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With all the pertinent information that the participants shared, which provided valuable 
insight, the crux of the study was to explore whether the marketing role in their 
organisations is regarded as a sales support or strategic function. The dominant theme 
that emerged from the non-marketing executives was that without a doubt the role is a 
sales support function. 
“Marketing is definitely a sales support function in our business. Sales drives everything 
because it is able to bring in short-term results. Marketing can be seen as a cost centre 
just like finance.” P1 
“It’s a sales support function. If marketing were to follow a more strategic role what would 
that be? What would the focus be on? It’s all good and well to create a brand perception 
out there but if there isn’t a need for your product from a project perspective how will you 
win? If we were a B2C business and not B2B maybe marketing’s role would be very 
different.”  P3 
In Chapter 2 Caglar et al. (2013:2) states that the perception most organisations have of 
support functions is that they are primarily transactional roles only existing to provide 
normal day-to-day needs for an organisation to run smoothly. In the marketing role case, 
it would mean the function is only there to provide the necessary support for the sales 
team to run smoothly.  
The marketing managers/heads on the other hand believed strongly that the marketing 
role is a strategic function. It is important to highlight that although the majority of the 
marketing participants have both sales and marketing designations, it is only those who 
have a marketing education and background who stated that the role was a strategic 
function.  
“Marketing is a strategic function. In our business it is definitely in the forefront. It has to be 
done strategically to ensure that the right markets are reached.” P4 
“It’s definitely strategic, there’s no way it can be a sales support function in the dynamic 
times we are living in.” P6 
The way that the participants who have a marketing education viewed matters as 
opposed to those who did not have a marketing background took the author back to 
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Hoskin’s study of marketing orientations by B2B CEOs highlighted in the literature 
review (Hoskin, 2016:3). The three orientations consisted of: 
 A CEO who has a strategic marketing mindset, strongly believing marketing’s 
strategy should be aligned with the organisations’ strategic goals and should be 
the driver. He believes marketing is long-term and should be supported. 
 A CEO who has a sales enabler mindset believes marketing is not complex 
enough to operate at a strategic level. Marketing is only given recognition when 
its efforts show a correlation to the sales outcome. 
 A CEO who has a sales supporter mindset believes marketing exists because of 
sales and is only there to support it, and has no other role to fulfil. 
Although these orientations characterised CEO’s in Hoskin’s study, in this study similar 
orientations were displayed by the senior participants who have a strong influence on 
how organisations are run. It is important to highlight that the participants of 
organisations that had a product-oriented approach saw marketing as more of a support 
function while those who had a customer-oriented approach regarded the role as a 
strategic function. 
Kirova (2017:28) underlines the importance of strategic marketing by emphasising how it 
has a twofold responsibility in organisations. Firstly, it directs corporate strategies based 
on a deep knowledge of the market and consumers. Secondly, it supports the 
development and implementation of corporate objectives and strategy. 
4.3 Summary 
The findings show that the participants, senior marketers and non-marketing executives, 
had more or less the same views with regard to what marketing is. However, the role 
was not being practiced the way they understood it to be in their organisations, the 
prohibiting factors were; organisation makeup, product ranges, target markets and how 
the industry operates. When it came to measuring the marketing role the non-marketing 
executives stated that there are not any tools in place for measurement because 
marketing is difficult to measure, especially traditional forms of marketing. The majority 
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of the non-marketing executives viewed it as just another support function in their 
organisations that cannot account on how it provides return on investment, but is worth 
having in the business, especially to support the sales function. 
The senior marketers who have a marketing qualification, on the other hand, are of the 
view that marketing can be measured especially with the new technologies that have 
been introduced globally, such as digital. They strongly regard marketing as a strategic 
function that provides direction for the business. The findings revealed how an 
organisation’s orientation plays a crucial role in how the marketing role is viewed. It 
revealed how the product-oriented organisations viewed marketing as a sales support 
function while the organisations with a customer-oriented approach regarded the 
marketing role as a strategic function and driver of corporate strategy. 
4.4  Recommendations 
The study has shown that although marketing cannot be done away with in 
organisations measuring its performance is still a grey area. Even though previous 
literature provides an extensive range of metrics that can be used the challenge remains 
to choose the right metrics that will be practical and easily understood by senior 
management in organisations. Since the makeup in organisations differs, what is crucial 
for marketing managers/heads and senior management is to discuss the different 
metrics that are available and agree on the ones that will be suitable for their specific 
organisations when it comes to measurement. By doing so, the author believes this will 
provide guidance with regard to where marketing falls in the organisation and how it will 
be measured. Having the above in place will address the issue of alignment between 
marketing and non marketing executives in organisations when it comes to the 
marketing role. 
There are ample metrics that can be used, which are said to range from 50 to 103 
depending on the aspects one wants to measure. This exhaustive range can, however, 
be narrowed down to 11 broad categories as per Cant and Van Heerden (2016:569-
570). 
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1. Financial metrics – derived from an organisation’s financial accounting, such as 
profit, net present value etc. 
2. General marketing metrics – taken from an organisation’s market plan 
consisting of market share, market penetration, market growth, etc. 
3. Customer-related metrics – consists of items such as customer acquisition 
costs, customer retention costs, customer lifetime value and churn rates. 
4. Brand metrics – these entail brand value and brand equity. 
5. Sales and sales-metrics – items such as cost per call, average sales revenue 
per call and conversion rate are looked at. 
6. Product metrics – cost, price, product category volume, trial and product 
performance are analysed. 
7. Advertising and promotion metrics – these include advertising to sales ratios, 
reach, frequency, response rates and conversion rates. 
8. Price and pricing metrics – looks at costs, profit, margins and break-even 
analysis. 
9. Channel metrics – examines issues such as location performance, channel cost, 
channel coverage and channel comparisons. 
10. Competitive metrics – looks at cost of purchase, price and product 
performance. 
11. Online metrics – looks at digital/web performance; which consists of hits, page 
views, visitors, unique visitors, time spent on site, bounce rates and conversion 
rates. 
Although the metrics have been narrowed down, they are still somewhat cumbersome 
especially in an organisation set up where the executive team just wants a straight 
forward method of measuring marketing performance. Senior non-marketing executives 
and marketing managers/heads can select the metrics that they feel are best to base 
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their measurements on in their organisations to ensure a harmonious working 
relationship in which both parties are aligned. 
 More studies need to be done especially in B2B organisations where success 
stories of metrics that have been adopted are working well so that other 
organisations that are struggling to find what works can be enlightened and try 
and adopt what has worked for others. If marketing managers/heads do not 
address this issue from the onset there will always be talk of marketing not being 
accountable. Marketers need to understand the orientations that senior 
management in their organisations have in order to be able to motivate and justify 
what marketing’s role is. However, marketing professionals cannot do it alone 
they need the buy-in from senior management, meaning senior management 
needs to be more open-minded and cognisant of all the changes that are 
happening and seek ways to stay relevant and competitive by seeking direction 
from marketing, as they know the landscape the best. 
 Apart from the construction and concrete industries, it would be interesting to see 
what findings occur from a similar study in different industries. A study of this 
nature could be relevant in addressing the challenges experienced in the 
construction and concrete industries. 
 Since qualitative studies have been conducted relating to similar topics it would 
be interesting to see what a quantitative approach in the same industry would 
reveal. 
 A study on a quantitative approach on a national level in B2B and B2C is 
something that should also be explored. 
 A comparative study on sales executives with a sales education and marketing 
executives with a marketing education should also be conducted based on what 
their views are regarding the marketing role. The study should be conducted in 
organisations where the marketing and sales roles are separated ensuring that 
each executive is either responsible for marketing alone or for sales, not dual 
functions as per in this study. 
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4.5  Conclusion 
The marketing function is a function that has brought about different interpretations and 
implementation in organisations. Measuring how the function contributes to business 
performance has also been an issue of contention as traditional marketing methods 
have been difficult to measure. Due to marketing not being able to provide proof of 
return on investment, non-marketing senior leaders have regarded the role as a sales 
support function. Marketing managers/heads on the other hand strongly believe the role 
is strategic and that with new technology the role can be measured. What seemed to be 
a critical factor with regard to how marketing is viewed is an organisation’s outlook, 
whether it is product or customer-oriented as that determines its marketing orientation. 
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